BHARAT MOHNOT
+91-98746456717
UNIT — 1 (MARKETING COMMUNICATION)

1. Concept of Marketing Communication & its importance.

Ans : Marketing communication refers to the various strategies and tools companies use to convey
messages about their products, services, or brand to their target audience. It is a part of the overall
marketing mix and focuses on delivering clear, consistent, and persuasive messages that influence

customer behavior and drive engagement.

Marketing communication includes both direct and indirect methods of interaction, such as:
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Advertising (TV, radio, digital, print)

Sales Promotion (discounts, offers, coupons)

Public Relations (media relations, press releases)

Direct Marketing (emails, telemarketing, SMS)

Digital Marketing (social media, SEO, PPC)

Personal Selling (face-to-face interactions, consultations)

An effective marketing communication strategy integrates all these channels into a cohesive approach,
ensuring that the brand message is unified and impactful.

Importance of Marketing Communication:

1.

Builds Brand Awareness

Marketing communication helps introduce a brand to new customers and strengthens its visibility
among existing ones.

Engages Customers

Through compelling content and interactive strategies, it fosters deeper connections between a brand
and its audience.

Educates Consumers

Clear communication explains the benefits, features, and uses of products or services, helping
customers make informed decisions.

Influences Purchase Decisions

Persuasive marketing messages, testimonials, and promotions guide customers toward choosing a
specific brand over competitors.

Drives Sales and Revenue

Effective communication campaigns encourage actions such as purchases, subscriptions, or inquiries,
ultimately boosting a company's profitability.

Builds Trust and Credibility

Consistent and transparent communication establishes trust, leading to long-term customer loyalty.
Supports Market Differentiation

It highlights what makes a brand unique, helping it stand out in a competitive marketplace.
Facilitates Feedback and Engagement

Interactive communication channels, like social media, allow customers to share opinions and
feedback, helping brands improve their offerings.

Adapts to Market Trends

Marketing communication keeps brands agile, allowing them to respond to changing consumer needs
and market dynamics effectively.
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2. Steps involved in the process of Communication.

Ans : The process of communication involves several key steps that ensure a message is effectively transmitted,
understood, and acted upon by the recipient. These steps are essential for successful interaction in both personal
and professional contexts.
Steps in the Process of Communication:
1. Sender (Communicator)
The sender is the originator of the message. This step involves:
o Idea Generation: Formulating the concept or information to be conveyed.
o Purpose Identification: Understanding the objective of the communication (e.g., to inform,
persuade, or entertain).
2. Message
The message is the information or content the sender wants to communicate.
o Itincludes words, symbols, images, or actions designed to deliver the intended meaning.
o The sender must ensure clarity and relevance to the audience.
3. Encoding
Encoding is the process of translating the message into a format or medium suitable for transmission.
o Examples include spoken words, written text, visuals, or gestures.
o Effective encoding considers the audience's preferences, cultural context, and communication
barriers.
4. Channel (Medium)
The channel is the medium through which the message is transmitted.
o Examples: Face-to-face conversations, emails, phone calls, social media, or advertisements.
o The sender must choose the most appropriate channel based on the audience and message
type.
5. Receiver (Audience)
The receiver is the individual or group for whom the message is intended.
o The receiver's ability to interpret the message accurately depends on their background,
knowledge, and attentiveness.
6. Decoding
Decoding involves the receiver interpreting and making sense of the encoded message.
o This step requires active listening, reading, or observing.
o The receiver’s understanding can be influenced by their language skills, emotions, and
preconceptions.
7. Feedback
Feedback is the receiver’s response to the message, which helps the sender evaluate its effectiveness.
o Examples: Verbal replies, body language, written responses, or silence.
o Feedback ensures two-way communication and allows for clarification or adjustment of the
message.
8. Noise (Barriers)
Noise refers to any interference that distorts or disrupts the communication process.
o Examples: Physical noise (background sounds), psychological barriers (stress, bias), or technical
issues (poor signal).
o Minimizing noise is critical for effective communication.
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3. Barriers to Marketing Communication.

Ans : Barriers to marketing communication are obstacles that hinder the effective delivery, understanding, or impact
of marketing messages on the target audience. These barriers can arise from various sources, such as the sender, the
message, the channel, or the receiver.
Types of Barriers to Marketing Communication:
1. Language and Message Barriers
o Complex Language: Using jargon, technical terms, or overly sophisticated language can confuse the
audience.
e Ambiguity: Unclear or vague messages fail to convey the intended meaning.
e Cultural Misinterpretation: Language or visuals that may be acceptable in one culture might be
offensive or confusing in another.
2. Noise and Distractions
¢ Physical Noise: External distractions such as loud sounds, poor audio quality, or visual clutter can
interrupt communication.
o Digital Noise: Overexposure to online advertisements or irrelevant pop-ups can dilute the impact of
marketing messages.
o Competing Messages: High competition in advertising spaces can overwhelm the audience and cause
message fatigue.
3. Medium-Related Barriers
e Inappropriate Channel Selection: Using the wrong medium for the target audience (e.g., print for a
tech-savvy audience or social media for an older demographic).
e Message Overload: Bombarding the audience with excessive information can lead to disinterest or
confusion.
e Technological Issues: Poor website performance, email delivery failures, or app glitches can disrupt
communication.
4. Audience-Related Barriers
o Lack of Interest: If the message does not align with the audience’s needs, interests, or values, it may be
ignored.
o Diverse Audience Needs: A single message may not resonate with all segments of a diverse audience.
e Low Engagement Levels: Distracted or disengaged audiences may not pay attention to the message.
5. Sender-Related Barriers
o Credibility Issues: If the brand lacks trust or has a poor reputation, its messages may not be taken
seriously.
e Misalignment with Brand Identity: Messages that do not align with the brand’s image can confuse or
alienate customers.
¢ Inconsistent Messaging: Contradictory messages across different platforms weaken the
communication impact.
6. Psychological and Perceptual Barriers
¢ Prejudices or Biases: Audiences may disregard messages due to preconceived notions about the brand.
o Selective Perception: People interpret messages based on their existing beliefs, potentially distorting
the intended meaning.
o Emotional State: A stressed or indifferent audience may not process the message effectively.
7. Regulatory and Ethical Barriers
¢ Legal Restrictions: Advertising laws and regulations can limit certain types of messaging (e.g.,
restrictions on alcohol or tobacco ads).
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o Ethical Concerns: Messages perceived as misleading, manipulative, or insensitive can face backlash.
8. Budgetary Constraints
¢ Limited Resources: Insufficient funds can restrict the reach or quality of the communication.
¢ Inadequate Research: Lack of investment in understanding the target audience can lead to ineffective
messaging.

4. Concept & Elements of Marketing Communication Mix.

Ans : The marketing communication mix refers to the combination of tools and channels a business uses to
communicate with its target audience effectively. It encompasses various methods to deliver messages
about a brand, product, or service, aiming to inform, persuade, and remind customers, ultimately driving
engagement and sales.
Elements of the Marketing Communication Mix:
1. Advertising
o Definition: Paid, non-personal communication that promotes a product, service, or brand to a
wide audience.
o Channels: TV, radio, print media, billboards, online ads, and social media platforms.
o Purpose: Build brand awareness, create interest, and inform potential customers.
o Example: Coca-Cola’s TV commercials during festive seasons.
2. Sales Promotion
o Definition: Short-term incentives to encourage immediate purchases or engagement.
o Tools: Discounts, coupons, contests, free samples, and loyalty programs.
o Purpose: Drive quick sales and attract new customers.
o Example: A “Buy One, Get One Free” offer at a retail store.
3. Public Relations (PR)
o Definition: Activities aimed at maintaining a positive image and building goodwill between the
company and its stakeholders.
Tools: Press releases, media events, sponsorships, and community initiatives.
Purpose: Enhance reputation and foster trust.
Example: A company sponsoring a charity event or publishing an article about its
environmental initiatives.
4. Direct Marketing
o Definition: Direct communication with potential customers to elicit a specific response or
action.
o Channels: Emails, telemarketing, SMS, catalogs, and direct mail.
o Purpose: Build personalized relationships and encourage immediate action.
o Example: A personalized email offering a discount based on the recipient's past purchases.
5. Personal Selling
o Definition: Face-to-face interaction between a salesperson and a potential customer.
o Tools: Product demonstrations, consultations, and tailored pitches.
o Purpose: Build relationships and provide detailed information to close sales.
o Example: A car salesperson explaining features and offering test drives.
6. Digital Marketing
o Definition: Online communication strategies to reach and engage with a target audience.
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o Tools: Social media marketing, content marketing, search engine optimization (SEO), pay-per-
click (PPC) advertising, and influencer collaborations.
Purpose: Increase brand visibility, generate leads, and foster online engagement.
o Example: A brand running targeted ads on Facebook or collaborating with Instagram
influencers.
7. Event Marketing and Sponsorships
o Definition: Organizing or sponsoring events to promote a brand and engage with the audience.
o Purpose: Increase brand awareness, create memorable experiences, and connect with
customers directly.
o Example: Red Bull sponsoring extreme sports events.
8. Word of Mouth (WOM) and Viral Marketing
o Definition: Encouraging customers to share positive experiences and promote the brand
organically.
o Purpose: Leverage peer influence to increase credibility and reach.
o Example: A hashtag campaign that gains popularity on social media.

5. Concept and Importance of Advertising.

Ans : Advertising is a paid, non-personal communication designed to inform, persuade, or remind a target
audience about a product, service, or brand. It uses various media channels, such as television, radio,
newspapers, digital platforms, and outdoor advertisements, to deliver messages to a large audience.
Advertising plays a critical role in shaping consumer perceptions and behaviors, driving brand awareness,
and influencing purchasing decisions.
Importance of Advertising:
1. Builds Brand Awareness
o Advertising introduces new products or services to the market.
o It helps establish a brand’s presence and ensures it remains in the minds of consumers.
2. Attracts and Engages Customers
o Creative and compelling ads capture the attention of potential customers.
o Effective storytelling in advertising builds emotional connections.
3. Boosts Sales and Revenue
o Persuasive advertising campaigns encourage customers to purchase, driving sales growth.
o Seasonal or promotional ads can generate short-term spikes in revenue.
4. Supports Brand Loyalty
o Consistent advertising reinforces brand values and maintains a relationship with customers.
o It helps retain existing customers while attracting new ones.
5. Facilitates Market Expansion
o Advertising enables brands to reach new markets and demographics.
o It supports geographic and audience diversification.
6. Creates Competitive Advantage
o Advertising differentiates a brand from competitors by highlighting unique selling points (USPs).
o It builds a distinctive image in a crowded marketplace.
7. Drives Consumer Behavior
o Well-crafted ads influence attitudes, preferences, and purchasing patterns.
o Call-to-action (CTA) ads, such as "Shop Now" or "Limited Offer," prompt immediate decisions.
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8. Strengthens Market Position
o Continuous advertising helps a brand maintain visibility and dominance in its industry.
o It ensures long-term sustainability and competitiveness.

6. Concept of Sales Promotion.

Ans : Sales promotion refers to short-term strategies and incentives designed to stimulate immediate
consumer interest, increase demand, and boost sales. It focuses on encouraging action, such as making a
purchase or trying a product, by offering added value or benefits for a limited period.
Sales promotions are typically used as a complement to other marketing efforts, like advertising and
personal selling, to achieve specific business objectives, such as clearing inventory, launching a new
product, or increasing market penetration.

Key Characteristics of Sales Promotion:

1. Short-Term Focus: Sales promotions are time-bound activities aimed at creating urgency.

2. Incentive-Based: They provide additional value or benefits to motivate immediate consumer action.

3. Action-Oriented: The primary goal is to trigger specific behaviors, such as purchase or trial.

4. Targeted: Promotions can be directed toward consumers, retailers, or wholesalers.

7. Concept of Personal Selling & Publicity.

Ans : Personal Selling refers to direct, face-to-face interaction between a salesperson and a potential
customer with the goal of persuading the customer to purchase a product or service. It is a personalized
approach where the salesperson addresses the customer’s specific needs, provides information, and
resolves queries to build trust and foster a relationship.

Key Features of Personal Selling:

1. Interactive Communication: Allows two-way communication for real-time feedback.

2. Personalized Approach: Tailored to the specific needs and preferences of the customer.
3. Relationship Building: Focuses on developing trust and long-term customer relationships.
4. Complex Products: Ideal for products or services requiring explanation or customization.
5. Sales Focus: Aims at directly closing the sale through persuasion and demonstration.
Concept of Publicity:

Publicity is a non-paid form of communication where a business or its products gain public attention
through media coverage or word-of-mouth. Unlike advertising, publicity is earned rather than purchased,
and it is often considered more credible because it comes from third-party sources.
Key Features of Publicity:

1. Non-Paid Media Exposure: Publicity is earned through news articles, press releases, or social media
buzz.
Credibility: Perceived as unbiased because it is generated by external sources.
Uncontrolled by the Organization: The message and timing are determined by the media or public.
Wide Reach: Can quickly gain attention and reach a broad audience.
Unpredictable: Can be positive or negative depending on the nature of the coverage.
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8. Types of Advertising Media.

Ans : Advertising media refers to the channels or platforms through which businesses communicate their messages
to the target audience. Choosing the right advertising medium is crucial to reach the intended audience effectively
and achieve marketing objectives. Below are the main types of advertising media:
1. Print Media
o Examples: Newspapers, Magazines, Brochures, Flyers
o Advantages:
» Targeted reach through specific publications.
= High credibility and detailed information.
2. Outdoor Media (Out-of-Home Advertising)
o Examples: Billboards, Bus Stops, Transit Ads, Posters
o Advantages:
= High visibility in public spaces.
= Long-term exposure, ideal for brand reinforcement.
3. Digital Media
o Examples: Websites, Social Media, Search Engines, Display Ads
o Advantages:
= Highly targeted and measurable.
» Interactive, real-time engagement.
» Examples: Google Ads, Facebook Ads, banner ads.
4. Direct Mail
o Examples: Postcards, Catalogs, Brochures, Email Campaigns
o Advantages:
» Personalized and direct targeting.
» Provides a tangible connection to customers.
5. Cinema Advertising
o Examples: Commercials shown before movies or during trailers.
o Advantages:
» Captive audience with high engagement.
» |deal for reaching entertainment-focused demographics.
6. Mobile Advertising
o Examples: Push Notifications, SMS, In-App Ads, Mobile Websites
o Advantages:
= Personalized and location-based targeting.
* High engagement through smartphones.
7. Social Media Advertising
o Examples: Sponsored Posts, Stories, Display Ads, Influencer Marketing
o Advantages:
* Precise targeting based on user demographics and behaviors.
= Real-time interaction with users.
8. Native Advertising
o Examples: Sponsored Articles, Native Social Media Posts, Promoted Content
o Advantages:
* Blends seamlessly with content.
= Non-disruptive and more engaging.
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9. New Trends in Marketing Communication.

Ans : Marketing communication is evolving rapidly due to advancements in technology, changing consumer
preferences, and new media platforms. Here are the key trends that are shaping the future of marketing
communication:

1. Digital Transformation

o

The integration of digital technologies into marketing strategies is critical. Brands are using a
mix of online channels (websites, social media, email) and offline touchpoints (in-store) to
create a seamless experience across all platforms.

Example: Omnichannel marketing, where a brand’s message and promotions are consistent
across all channels, ensuring a unified experience for consumers.

2. Personalization

@)

Marketing strategies are becoming more personalized based on consumer data. Brands are
tailoring content, offers, and product recommendations to individual preferences.
Example: Personalized email campaigns and dynamic website content based on browsing
behavior and past purchases.

3. Al and Automation

@)

Artificial Intelligence (Al) and automation tools are revolutionizing marketing communication.
These technologies help deliver personalized messaging, automate tasks, and improve
customer engagement.

Example: Chatbots providing real-time customer support, Al-driven content recommendations,
and automated email sequences triggered by customer behavior.

4. Influencer Marketing

o

Brands are increasingly collaborating with influencers to reach specific target audiences,
especially millennials and Gen Z. Influencers, particularly micro-influencers with smaller, highly
engaged followings, have become valuable partners for brands.

Example: Sponsored posts and product reviews by influencers on platforms like Instagram,
YouTube, and TikTok.

5. Video Content and Live Streaming

o

o

Video content continues to dominate marketing communication. Brands are focusing on
engaging, creative video formats, especially short-form videos and live streaming.

Example: TikTok videos, Instagram Reels, and live streaming of events or product launches to
engage consumers in real-time.

6. User-Generated Content (UGC)
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UGC has become a powerful tool for brands to build authenticity and trust. Brands encourage
their customers to create content, which is then shared on brand social media accounts.
Example: Sharing customer photos, reviews, or testimonials on social media platforms like
Instagram or Twitter to create a sense of community.
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O
7. Voice Search and Smart Speakers

o The rise of voice search and smart speakers (e.g., Amazon Alexa, Google Assistant) is changing
the way consumers find information and interact with brands.

o Example: Brands are optimizing their content for voice search and creating voice-assisted ads
or actions through smart speakers.

O

8. Augmented Reality (AR) and Virtual Reality (VR)

o AR and VR technologies are transforming how consumers interact with brands. These
immersive technologies allow customers to engage with products virtually before making
purchasing decisions.

o Example: AR apps that let consumers visualize products in their own environment, such as
virtual try-ons for makeup or furniture (e.g., IKEA).

UNIT — 2 (UNDERSTANDING COMMUNICATION PROCESS)

1. What are the Source of Communication.

Ans : The sources of Communication are as follows:
1. The Sender
o The individual or organization creating and delivering the message.
o Example: A brand like Nike running an ad campaign.
2. Spokespersons
o Individuals (celebrities or influencers) who communicate the brand’s message.
o Example: A famous actor endorsing a product.
3. Media Channels
o The platform or medium through which the message is transmitted.
o Example: TV, social media, radio, print.
4. Communication Tools
o Methods used to convey the message, such as ads, emails, and websites.
o Example: Banner ads, brochures, email marketing.
5. Social Media & Influencers
o Platforms and individuals influencing audiences.
o Example: Brands using Instagram influencers for promotion.
6. Word-of-Mouth (WOM)
o Informal communication between customers.
o Example: A customer recommending a product to friends.
7. Advertising Agencies
o Professionals who create and manage campaigns.
o Example: An ad agency handling a brand's marketing strategy.
8. Public Relations (PR) Experts
o Professionals managing the brand's image and media relations.
o Example: A PR agency issuing press releases for a brand.
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2. Channel Factors of Communication.

Ans : Channel factors refer to the elements that influence how a message is transmitted from the sender to
the receiver. These factors determine the effectiveness, reach, and clarity of communication. Key channel
factors include:
1. Medium of Communication
o The specific channel or platform used to deliver the message (e.g., TV, social media, email, face-
to-face).
o Impact: The choice of medium affects how the message is perceived and its effectiveness in
reaching the audience.
2. Message Encoding
o The process of converting the message into a form that can be transmitted through the chosen
medium (e.g., text, images, sounds, videos).
o Impact: Proper encoding ensures the message is clear and understandable to the target
audience.
3. Channel Richness
o Refers to the ability of a communication channel to convey complex information. Channels like
face-to-face communication are considered "rich" due to their ability to transmit verbal and
non-verbal cues.
o Impact: Richer channels are more effective for complex, emotional, or personal messages,
while leaner channels work for simple information.
4. Noise
o Any external factor that distorts or interferes with the message, such as background
distractions, technical issues, or misunderstandings.
o Impact: Noise reduces the clarity and effectiveness of the communication process.
5. Feedback Mechanism
o The system that allows the receiver to respond to the message, enabling two-way
communication.
o Impact: Effective feedback ensures that the sender knows whether the message was
understood and if any adjustments are needed.
6. Channel Accessibility
o The ease with which the target audience can access the chosen communication channel (e.g.,
internet access for digital channels, availability of TV for broadcast).
o Impact: The accessibility of the channel determines how effectively the message reaches the
intended audience.
7. Timing and Frequency
o Refers to when and how often the message is delivered.
o Impact: Proper timing and frequency ensure the message reaches the audience at an optimal
moment, improving engagement and recall.

3. Communication response hierarchy- AIDA model.

Ans : The AIDA model is a classic framework that outlines the stages a consumer goes through when
exposed to marketing communication. It describes the process from initial awareness to the final action
(purchase or engagement).
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1. Attention (A)

e Goal: Capture the attention of the target audience.

o Description: The first step is to grab the consumer's attention through eye-catching or engaging
content. This is where a brand makes its first impression through advertising, promotions, or any other
marketing medium.

o Example: A catchy headline, an engaging video, or an attractive offer.

2. Interest (I)

e Goal: Spark the consumer's interest in the product or service.

o Description: Once attention is captured, the goal is to build interest by highlighting the product's
features, benefits, or value propositions. This stage engages the consumer's curiosity and encourages
further exploration.

e Example: Describing the product’s unique features, demonstrating its use, or offering more detailed
information.

3. Desire (D)

e Goal: Create a desire for the product or service.

o Description: At this stage, the consumer has become interested and is now convinced that the product
will satisfy their needs or desires. This is where emotional appeal and personal relevance come into
play, encouraging the consumer to want the product.

e Example: Showing how the product will improve the consumer's life or solve their problem, such as
through testimonials, success stories, or aspirational imagery.

4. Action (A)
e Goal: Prompt the consumer to take action, usually a purchase or engagement.
o Description: The final stage is about converting interest and desire into a concrete action, whether it’s
making a purchase, sighing up for a service, or sharing content.
¢ Example: A clear call to action (CTA) like “Buy Now,” “Sign Up,” or “Get Started.”

4. Hierarchy of effect model.

Ans : The Hierarchy of Effects Model is a marketing communication theory that describes the stages a
consumer goes through when making a purchase decision. It outlines the sequence of steps from initial
awareness of a product to the final purchase or action. The model helps marketers understand how to
structure their messages to influence consumer behavior effectively.
Stages in the Hierarchy of Effects Model:

1. Awareness

o Goal: Make the consumer aware of the product or brand.

o Description: The first step is to introduce the product or brand to the consumer. This stage
focuses on visibility and reaching the audience through advertising, PR, or other marketing
efforts.

o Example: Seeing a TV ad or billboard for a new product.

2. Knowledge
o Goal: Provide the consumer with more detailed information about the product.
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Description: Once the consumer is aware of the product, the next step is to educate them
about its features, benefits, and how it works. This is where the brand provides essential
information that answers consumer questions and builds understanding.
Example: Product descriptions, reviews, or how-to videos explaining the product’s value.

Goal: Create a favorable attitude or positive feelings toward the product.

Description: At this stage, the consumer develops an emotional connection with the product.
The goal is to make the product seem desirable through appeals to emotions or aspirations.
Example: Marketing messages that emphasize how the product improves the consumer's
lifestyle, or endorsements from influencers or celebrities.

4. Preference

Goal: Make the product a preferred choice over competing brands.

Description: After liking the product, the consumer now develops a preference for it. This stage
is about positioning the product as the best option in the category by highlighting its unique
selling points.

Example: Demonstrating how the product is better than competitors (e.g., superior quality,
lower price, better features).

5. Conviction

Goal: Strengthen the consumer’s belief in the product’s value and reliability.

Description: This stage aims to further persuade the consumer to buy the product by
reinforcing their positive feelings and reducing any doubts. Testimonials, guarantees, and
additional benefits are often used here.

Example: Product guarantees, customer reviews, or a limited-time offer that reinforces the
product's worth.

6. Purchase

Goal: Drive the consumer to take action and make a purchase.

Description: The final step in the model is the actual purchase or conversion. By this stage, the
consumer has moved through all the prior steps and is ready to act. A strong call-to-action and
incentives (e.g., discounts, free shipping) can help trigger the final decision.

Example: The consumer buys the product in-store, online, or through another channel.

5. Hierarchy of Innovation adoption model.

Ans : The Hierarchy of Innovation Adoption Model describes the stages through which consumers move
when they adopt a new product or innovation. This model helps marketers understand how individuals
accept and integrate new products or technologies into their lives, and how adoption varies across different
segments of the population. The model is divided into five key stages:

Stages in the Innovation Adoption Model:

1. Awareness
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Goal: The consumer becomes aware of the innovation or new product.

Description: At this stage, the consumer has no prior knowledge about the product. They may
come across an advertisement, a news article, or a recommendation about the new innovation
but don't know much about it yet.

Example: Hearing about a new smartphone or software update through media.\
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2. Interest

o Goal: The consumer shows interest and seeks more information about the product.

o Description: After becoming aware of the innovation, the consumer begins to show curiosity.
They may start to research the product’s features, benefits, and potential use through online
resources, reviews, or word-of-mouth.

o Example: Reading online reviews or visiting the product's website to learn more.

3. Evaluation

o Goal: The consumer evaluates whether the product meets their needs or solves a problem.
Description: In this stage, the consumer weighs the pros and cons of the innovation. They
assess the product’s value compared to existing solutions and consider its benefits, costs, and
relevance to their personal needs.

o Example: Comparing the new product with alternatives, considering the cost, reviews, and
product features.

4. Trial

o Goal: The consumer tests the innovation to determine its practical benefits.

o Description: At this point, the consumer decides to try the product on a small scale, either by
using a sample, a demo version, or a limited trial offer. This stage helps the consumer
experience the innovation firsthand and validate its value.

o Example: Using a free trial of a software or testing a new product in-store.

5. Adoption

o Goal: The consumer fully adopts and integrates the innovation into their routine.

o Description: After trial and evaluation, the consumer decides to fully embrace the product,
making it a part of their regular use. This leads to repeat purchases and a change in behavior or
lifestyle.

o Example: Purchasing the product and using it regularly, such as buying a new tech gadget or
switching to a new operating system.

6. Information processing involvement hierarchy consumer involvement- The Elaboration Likelihood
(ELM) model.

Ans : The Elaboration Likelihood Model (ELM) is a psychological theory that explains how consumers
process persuasive messages and make decisions based on their level of involvement with the message or
product. Developed by Richard Petty and John Cacioppo, the model suggests that there are two primary
routes to persuasion: the central route and the peripheral route.
The ELM model helps marketers understand how consumers process information and the degree of effort
they are willing to put into evaluating a product or service.
Two Routes of Persuasion in ELM:

1. Central Route (High Involvement)

o Description: In this route, consumers are highly involved with the message and put in a lot of
effort to process the information. They carefully evaluate the arguments, facts, and details
presented in the message. The central route is typically used for more complex, high-
involvement purchases where consumers seek information and make rational decisions.

o Key Characteristics:

= Consumers are motivated to engage deeply.
» Persuasion is based on the quality of the message and the strength of the arguments.
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= The decision-making process is deliberate and thoughtful.

o Example: Choosing a car, a home, or a college—products or decisions that require careful
evaluation and comparison.

2. Peripheral Route (Low Involvement)

o Description: In this route, consumers are less involved with the message and are not motivated
to critically analyze the content. Instead, they rely on superficial cues such as attractiveness,
emotions, or credibility of the source. The peripheral route is common for low-involvement
products or routine purchases, where consumers make decisions based on heuristics (mental
shortcuts).

o Key Characteristics:

= Consumers are not actively engaged with the message.

» Persuasion is influenced by external cues like celebrity endorsements, attractive
packaging, or simple slogans.

» The decision-making process is quick and based on emotions or heuristics rather than
deep analysis.

o Example: Buying a snack, a soda, or a magazine—products that don’t require deep
consideration

7. Information processing involvement hierarchy consumer involvement- The Foote, Cone & Belding
(FCB) Model.

Ans : The Foote, Cone & Belding (FCB) Model is a consumer behavior model that outlines how consumers
process information and make decisions based on the level of involvement and the nature of the product.
Developed by Richard E. Foote and his colleagues in the 1970s, this model is particularly useful for
understanding how different types of products require different marketing strategies.

The FCB model classifies consumer products into four categories based on two dimensions: Involvement
(high vs. low) and Type of Thinking (rational vs. emotional). These categories help determine how
consumers process information and how marketers should approach them.

Four Quadrants of the FCB Model:
1. High Involvement - Rational (Think)

o Description: In this quadrant, consumers are highly involved in the purchase decision and rely
on logical, rational thinking. These are typically expensive, important, or complex products that
require careful consideration and evaluation.

Example Products: Cars, computers, and real estate.
Marketing Approach: Provide detailed information, comparisons, specifications, and factual
content that highlights the product’s value, features, and benefits.

o Consumer Process: Learn -» Feel - Do

»= Consumers first gather information (learn), form preferences or attitudes (feel), and
then make the purchase decision (do).

2. High Involvement - Emotional (Feel)
o Description: Consumers are still highly involved, but the purchase decision is driven by
emotional factors rather than rational evaluation. These products are often seen as aspirational
or are linked to status, self-expression, or lifestyle.
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Example Products: Luxury goods, fashion, jewelry, or perfumes.
Marketing Approach: Focus on creating an emotional appeal that connects the consumer’s
feelings with the brand. This could include storytelling, emotional advertising, or brand-building
efforts that emphasize image and prestige.
o Consumer Process: Learn - Feel - Do
» Consumers first gather information, feel an emotional connection to the brand, and
then make a purchase decision based on those feelings.

3. Low Involvement - Rational (Think)

o Description: In this quadrant, consumers are not highly involved in the decision-making process
and rely more on simple, logical information for low-cost, everyday products. These are
typically routine purchases that do not require extensive deliberation.

Example Products: Toothpaste, detergent, and snacks.

Marketing Approach: Focus on clear, straightforward messaging that highlights product
benefits and simplicity. Repetition and ease of purchase are important, as these products are
often bought habitually.

o Consumer Process: Do - Feel - Learn

= Consumers first take action (purchase the product), then form attitudes or feelings
based on experience, and later learn more about the product through usage.

4. Low Involvement - Emotional (Feel)

o Description: Consumers have low involvement, but their decision is driven by emotional
appeal. This category includes products that are purchased impulsively or for their emotional
benefits rather than their practical utility.

o Example Products: Magazines, snacks, and low-cost toys.

Marketing Approach: Use simple, emotional messaging that connects the product with
consumer emotions or reinforces habits. Visual appeal, humor, or lifestyle messages can be
effective in driving impulse buying.

o Consumer Process: Do - Feel - Learn

= Consumers make the purchase (do) based on emotional triggers, develop feelings (feel)
about the product, and later learn more as they use the product.

UNIT — 3 (PLANNING FOR MARKETING COMMUNICATION).

1. Objectives of Establishing Marketing Communication.

Ans : Marketing communication plays a crucial role in promoting a brand, product, or service, influencing
consumer behavior, and fostering a connection between a business and its target audience. Establishing
effective marketing communication strategies helps organizations achieve several key objectives. Here are
the main objectives:

1. Creating Awareness

One of the primary goals of marketing communication is to make the target audience aware of the product,
service, or brand. This is often the first step in the marketing process and is essential for introducing new
products or services to the market.

o Example: Advertising campaigns that showcase a new product or service to potential customers.
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2. Generating Interest

Once the target audience is aware of a product, the next objective is to generate interest. Marketing
communication helps in creating curiosity and attracting potential customers to learn more about the
product or service being offered.

o Example: Engaging social media content, informative webinars, or interactive ads.

3. Building Desire

Effective marketing communication aims to create a strong desire for a product or service. It highlights the

benefits and unique features, convincing consumers why they should choose it over competitors' offerings.

o Example: Persuasive messaging in advertising and promotional campaigns, emphasizing the product's
value or emotional appeal.

4. Encouraging Action
The ultimate objective of marketing communication is to drive consumers to take action. This could mean
making a purchase, signing up for a service, or even sharing the product with others. Clear calls to action
(CTAs) and offers are critical to achieving this objective.

o Example: Limited-time discounts, online purchase options, or “buy now” buttons on websites.

5. Establishing Brand Identity and Loyalty

Marketing communication helps to shape and reinforce a brand’s identity, creating an emotional

connection with customers. Over time, this strengthens brand loyalty, encouraging repeat business and

customer retention.

o Example: Consistent messaging, visual branding, and customer relationship management programs
that create a recognizable and trusted brand image.

6. Differentiating from Competitors

Marketing communication helps businesses highlight their unique selling propositions (USPs) and
differentiate themselves in a competitive market. It positions the brand or product in a way that resonates
with target audiences, setting it apart from competitors.

o Example: Highlighting a product's unique features or benefits in comparison to other market offerings.

7. Educating the Market

Marketing communication is also used to educate the target audience about new trends, features, or
technical aspects of products. This helps customers make informed decisions and positions the brand as an
authority in its industry.

o Example: Instructional videos, how-to guides, and customer support resources.

8. Influencing Perceptions

Through effective communication strategies, brands can shape consumer perceptions and attitudes. This
includes correcting misconceptions, handling negative feedback, or positioning the brand in a positive light.
¢ Example: Public relations campaigns or addressing product quality concerns.
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2. Objectives of Budgeting for Promotional Programmes — Setting Communication.

Ans : Budgeting for promotional programs is a critical part of a business's overall marketing strategy. Setting a
proper budget ensures that marketing communication efforts are executed effectively and efficiently. The
budget acts as a guide for allocating resources to various promotional activities, enabling businesses to reach
their target audience, meet their marketing goals, and achieve measurable results. Below are the primary
objectives of budgeting for promotional programs, particularly in the context of setting communication
strategies:
1. Effective Allocation of Resources
One of the key objectives of budgeting is to allocate resources effectively across different promotional
activities. This ensures that the business uses its financial resources in a way that maximizes the impact of its
communication strategies, whether through advertising, sales promotions, public relations, or digital
marketing.

¢ Example: Deciding how much to spend on TV ads versus digital ads based on target audience reach and

effectiveness.

2. Achieving Marketing and Communication Goals
The promotional budget is tied to specific marketing and communication objectives. By setting a clear budget,
companies can ensure that their promotional efforts are aligned with their overarching goals, such as brand
awareness, customer acquisition, or increasing sales.
o Example: If the goal is to increase brand awareness, the budget might prioritize mass media
advertising or influencer partnerships.

3. Balancing Short-Term and Long-Term Communication Objectives
Promotional budgeting ensures that businesses balance short-term objectives (like driving immediate sales)
with long-term communication goals (like brand building and customer loyalty). A well-structured budget will
allocate funds to both types of initiatives to ensure sustained growth.
o Example: Allocating a larger portion of the budget for short-term promotions and discounts while
reserving funds for long-term brand-building activities such as content marketing or sponsorships.

4. Flexibility and Adaptability
Effective budgeting for promotional programs includes room for adjustments based on market changes,
consumer response, or unexpected opportunities. The flexibility in budgeting allows businesses to adapt their
communication strategies and tactics in response to real-time feedback or new market trends.
o Example: If an unexpected trend emerges, the budget can be adjusted to allocate more funds to
capitalize on this opportunity, such as investing in viral social media campaigns.
[ )
5. Controlling Costs and Preventing Overspending
Setting a promotional budget helps control costs, ensuring that the company doesn't overspend or misallocate
resources. By setting clear financial limits for each campaign, businesses can maintain profitability and avoid
wasteful expenditures.
o Example: Setting clear limits for each promotional channel, such as $5,000 for social media ads, $3,000
for event sponsorships, etc., to prevent overspending on any single tactic.

6. Prioritizing High-Impact Activities
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A well-defined budget helps prioritize promotional activities that are most likely to achieve desired results. By
understanding the potential impact of various communication strategies, businesses can allocate funds to the
most promising and effective tactics.
o Example: If customer data shows that digital ads are more effective than print ads for a particular
product, the budget would allocate more funds to digital campaigns.

7. Monitoring and Measuring Performance
Once the budget is set, it provides a framework for measuring the effectiveness of promotional efforts. By
tracking expenses against actual results (e.g., sales growth, brand awareness), businesses can evaluate the
success of their communication programs and make necessary adjustments in future campaigns.
o Example: Tracking the number of leads generated or sales driven by a specific promotion to assess the
effectiveness of the communication strategy.

8. Forecasting Future Needs
By carefully setting a promotional budget, companies can predict future spending needs based on past
campaigns and projected business growth. This helps in long-term planning and ensures that sufficient
resources are allocated to promotional activities in the future.
o Example: Predicting a higher promotional budget for the upcoming quarter if the company plans to
launch a new product or enter a new market.

3. Objective of Sales as marcom.

Ans : Sales play a central role in marketing communications (MarCom) by directly influencing the revenue
generation and customer acquisition process. The objective of integrating sales with MarCom strategies is
to align promotional activities with the sales goals to maximize business outcomes. Below are the primary
objectives of sales within the context of marketing communications:

1. Driving Revenue Growth
The primary objective of sales as part of MarCom is to generate revenue. Marketing communications
strategies, such as advertisements, promotions, and sales calls, are designed to create demand for products
and services, leading to increased sales and profitability.

o Example: Advertising a new product to prompt customers to make immediate purchases.

2. Building Customer Relationships

Sales efforts, when aligned with MarCom, help foster strong, long-term relationships with customers. By

engaging with customers through personalized communication and offers, businesses can build trust and

loyalty, resulting in repeat sales and customer retention.

¢ Example: Using email marketing campaigns to nurture leads and offer personalized discounts, driving
repeat purchases.

3. Creating Brand Awareness and Preference

Marketing communication aims to raise awareness of a brand or product, while sales efforts reinforce this
by directly interacting with potential customers. Sales personnel act as the bridge between the brand’s
communication and customer decision-making, helping to create a preference for the brand.
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o Example: A sales representative explaining the benefits of a brand’s unique features in a way that
resonates with the customer’s needs, building brand preference.

4. Generating Leads and Conversions
One of the key objectives of sales in MarCom is to convert leads generated by marketing campaigns into
actual sales. Sales teams follow up on the leads provided by marketing activities, qualifying them, and
converting them into paying customers.
e Example: Following up on inquiries generated from a digital ad campaign and closing sales through
phone calls or face-to-face meetings.

5. Aligning Marketing and Sales Strategies

Effective collaboration between marketing and sales teams is critical for ensuring that both efforts are

complementary. Sales objectives are closely aligned with marketing communications goals to ensure

consistency in messaging and customer engagement.

o Example: Coordinating promotional campaigns and sales strategies to ensure that the messaging and
offers are consistent across channels.

6. Enhancing Competitive Advantage

Sales objectives within MarCom help businesses position themselves strategically against competitors. By

understanding customer pain points and presenting tailored solutions, sales teams can enhance the

competitive advantage that marketing communication strategies have initiated.

o Example: A salesperson highlighting the superior features of a product compared to a competitor's
offering, helping the customer make an informed choice.

7. Expanding Market Reach
Through targeted communication strategies, sales efforts aim to expand the company’s market reach. Sales
teams often help implement marketing communication strategies in new regions or customer segments,
thus contributing to market expansion.
o Example: Sales representatives targeting new customer segments or geographic areas based on
marketing research and promotional campaigns.

8. Supporting Product Launches and Promotions
Sales play a critical role during new product launches or promotional events. Salespeople work alongside
marketing teams to ensure that the promotional messages are communicated effectively and help drive
product trials and early adoption.
o« Example: A salesperson engaging potential customers with a special launch offer during a new product
introduction, pushing immediate sales.

4. DAGMAR approach for setting ad objectives.

Ans : The DAGMAR (Defining Advertising Goals for Measured Advertising Results) approach is a framework
used to set clear, measurable objectives for advertising campaigns. Developed by Russell Colley in 1961, the
DAGMAR model focuses on guiding advertisers to define specific goals and evaluate the effectiveness of
their campaigns in achieving these objectives. The approach is widely used for its emphasis on measurable
outcomes and results-driven advertising.
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Key Principles of the DAGMAR Approach

DAGMAR outlines that advertising objectives should focus on communication tasks, not just sales results. It
emphasizes the importance of measuring the effectiveness of an ad campaign based on how it changes
consumer awareness, attitudes, or behavior.

1. Define the Target Audience

The first step in setting advertising objectives using the DAGMAR approach is identifying the target
audience. Understanding who the advertising campaign is aimed at helps define the communication tasks

more clearly.
o Example: A campaign targeting young professionals aged 25-35 who are interested in eco-friendly
products.

2. Define the Specific Communication Goals
The second step is to define the specific communication objectives for the advertising campaign. These
objectives should be clear, specific, and measurable. DAGMAR focuses on four key stages of consumer
response:
e Awareness: The objective is to make the target audience aware of the brand or product.
e Comprehension: Ensuring the audience understands the product's features, benefits, and unique
selling proposition.
e Conviction: Building positive attitudes and convincing the audience of the product's value.
e Action: Encouraging the audience to take action, such as making a purchase or engaging with the
brand.
Each stage can be broken down into more specific objectives, such as increasing brand recognition or
persuading the audience to consider the product.
o Example: An objective could be to increase brand awareness by 20% in six months among a specific
demographic.

3. Set Measurable Objectives

One of the main strengths of the DAGMAR approach is the focus on setting measurable goals. This allows
advertisers to track and assess the effectiveness of their campaigns based on clear criteria.

e Example: "Achieve a 15% increase in consumer awareness of the product within 3 months."
Measuring progress is crucial, as it helps to determine if the advertising efforts are working and if any
adjustments need to be made.

4. Specify the Time Frame

DAGMAR emphasizes setting a time frame for achieving the communication objectives. The time frame
should be realistic and aligned with the campaign's scope and resources. This helps track progress and
ensures that goals are met within a specified period.

o Example: "Increase purchase intent by 10% within the next quarter."

5. Focus on Communication Tasks, Not Just Sales
While sales are important, the DAGMAR approach focuses more on communication tasks that lead to the
final outcome. Advertising objectives should be framed around influencing customer behavior, knowledge,
or attitudes rather than directly aiming for immediate sales.
o Example: A goal might be to increase understanding of a new product feature rather than aiming for
immediate sales.
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5. Budgeting for marcom-Factors influencing budget.

Ans : Budgeting for Marketing Communications (MarCom) is a critical process for any business. A well-
planned budget ensures that marketing activities are executed effectively, efficiently, and in line with
business objectives. Several factors influence how much a business allocates to its MarCom budget. Below
are the primary factors that affect the budgeting process for marketing communications:

1. Marketing and Business Objectives
The overall goals of the business and marketing strategy significantly impact the MarCom budget. For
instance, if the company aims to launch a new product, create brand awareness, or enter a new market,
the budget will need to reflect the scale and intensity of those objectives.

e Example: A major product launch or rebranding campaign would require a higher budget compared to

a routine promotional activity.

2. Target Audience
The size and characteristics of the target audience can influence the marketing communications budget.
Larger, more diverse audiences or niche markets might require more investment in tailored messaging,
channels, and techniques.
o Example: Reaching a broad national audience requires a larger budget for TV or print ads, whereas
targeting a local audience may allow for a smaller, more focused budget.

3. Competitive Environment
The level of competition in the market often dictates how much a business must invest in MarCom. In
highly competitive industries, businesses may need to allocate larger budgets to stand out and gain
attention from their target audience.
e Example: In industries with intense competition (e.g., technology or consumer goods), brands might
spend more on advertising to maintain visibility and market share.

4. Marketing Communication Channels
The choice of communication channels significantly affects the budget. Different media channels—TV,
radio, digital platforms, print, outdoor—require varying levels of investment. Some channels are more
expensive (e.g., TV ads) compared to others (e.g., social media or email marketing).
¢ Example: Running a digital ad campaign on social media platforms like Instagram or Facebook will
typically require a lower budget than running TV commercials or national print ads.

5. Duration of the Campaign
The length of the marketing communications campaign also influences the budget. Short-term, tactical
campaigns might require a different allocation compared to long-term, strategic campaigns aimed at
building brand awareness and loyalty over time.
¢ Example: A month-long promotional offer may have a smaller budget compared to an ongoing
campaign that spans an entire year.

6. Market Conditions and Economic Factors

The economic environment, including factors such as inflation, recession, or general economic conditions,
can impact the available budget for MarCom. During economic downturns, companies may need to adjust
their MarCom budgets to align with cost constraints.
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e Example: In a recession, companies may reduce their MarCom budget to cut costs or focus only on the
most cost-effective channels.

7. Historical Spending and Past Performance

Past marketing campaigns' performance and historical spending patterns often guide the current budget.

Businesses typically analyse previous MarCom efforts to assess what worked and what didn’t, and adjust

the budget accordingly.

o Example: If a previous campaign generated high ROI from digital advertising, a company may allocate
more funds to online channels in the next budget cycle.

8. Brand Positioning and Image
The position and image of the brand also impact the budgeting process. Luxury or premium brands often
invest significantly in high-quality, high-cost marketing communications to maintain their brand image and
exclusivity.
o Example: A high-end fashion brand may allocate a higher budget for premium media placements and
celebrity endorsements compared to a mass-market brand.

6. Theoretical approach to budgeting viz. Marginal analysis and Sales response curve.

Ans : In marketing communications (MarCom), budgeting is a critical aspect of ensuring that resources are
allocated efficiently to achieve business objectives. Two important theoretical approaches used to
determine the appropriate budget for advertising and promotional activities are Marginal Analysis and the
Sales Response Curve. These approaches help businesses assess the relationship between advertising
spending and its effect on sales and profitability.

1. Marginal Analysis in Budgeting

Marginal analysis refers to the evaluation of the additional benefits (or returns) gained from spending an

extra unit of currency on advertising and marketing communications. The basic concept is to analyze the

point at which the additional investment in advertising generates the highest possible return before

diminishing returns set in.

Key Principles of Marginal Analysis:

¢ Additional Return: Marginal analysis helps businesses determine the additional sales generated by
each additional unit of advertising expenditure.

o Diminishing Returns: After a certain point, the increase in sales from additional spending tends to
diminish. Marginal analysis helps identify this point, where further investment may not be justified.

o Cost-Effectiveness: The goal is to find the optimal advertising budget where the cost of additional
advertising equals the return generated.

2. Sales Response Curve in Budgeting

The Sales Response Curve is a graphical representation of the relationship between advertising spending
and sales. It shows how sales increase as a result of increased advertising investment, and it typically
demonstrates that this relationship is not linear. The curve helps businesses determine the optimal level of
advertising expenditure.
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Key Principles of the Sales Response Curve:

e Non-linear Relationship: The relationship between advertising spending and sales is often not a
straight line. Initially, increasing the advertising budget may lead to a sharp increase in sales. However,
after a certain point, the incremental sales generated from additional spending will start to decline.

¢ Saturation Point: The sales response curve shows that there is a point where additional advertising
expenditures will no longer yield significant increases in sales. This is known as the saturation point,
where advertising has reached its maximum effectiveness.

e Optimal Spend: The goal is to find the point on the curve where advertising spending is maximized in
terms of return on investment. Beyond this point, spending additional funds may not generate
sufficient returns to justify the cost.

7. Method to determine marcom budget.

Ans : Determining the appropriate budget for marketing communications is crucial to ensure that a
company can effectively reach its target audience, achieve its marketing objectives, and maximize return on
investment (ROI). Various methods can be used to allocate and determine the MarCom budget, depending
on factors such as the company's size, objectives, resources, and market conditions. Here are some of the
common methods used to determine the MarCom budget:

1. Percentage of Sales Method
This is one of the most commonly used methods for setting the MarCom budget. It involves allocating a
fixed percentage of either past sales or projected sales for the upcoming period. The percentage may vary
depending on the industry, competition, and business goals.

How It Works:

e The company calculates a percentage of its sales (either historical or forecasted).

e This percentage is then allocated to the MarCom budget.

2. Objective and Task Method
The Objective and Task method is considered one of the most effective and logical ways to determine the
MarCom budget. In this approach, the budget is based on achieving specific marketing and communication
objectives. The business first identifies the goals it wants to achieve and then determines the tasks and
resources required to meet those goals.
How It Works:
¢ The company defines its marketing objectives (e.g., brand awareness, lead generation).
¢ It then determines the tasks and activities (e.g., digital ads, content creation) needed to achieve these
objectives.
e Based on the tasks, the company estimates the costs involved in executing them, which then forms the
budget.

3. Competitive Parity Method

In the Competitive Parity method, the MarCom budget is determined by examining competitors' spending
levels. The company allocates a budget similar to its competitors to ensure it stays competitive in the
market.

How It Works:

e The company analyzes the marketing budgets of its key competitors.
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e |t sets a budget that matches or is in line with the average spending of competitors in the same market
segment.

4. Affordable Method
The Affordable Method involves setting the MarCom budget based on what the company can afford after
covering its other expenses. This method is typically used by small businesses or startups with limited
resources.
How It Works:
e The company determines its overall financial capacity and allocates a portion of the budget to
marketing communications, ensuring that essential expenses are covered first.

5. ROI (Return on Investment) Method
The ROI method focuses on ensuring that the MarCom budget is allocated in a way that generates the
highest possible return on marketing investments. The company determines how much money it needs to
spend to achieve a desired ROI, based on past data or expected performance.

How It Works:

e The company estimates the expected return from different marketing activities (e.g., digital

advertising, events).
o It allocates the budget to activities that are expected to generate the highest return.

6. Incremental Method

In the Incremental Method, the company adjusts its previous year's MarCom budget by a fixed percentage

or amount based on business conditions, such as inflation, market growth, or changes in business strategy.

How It Works:

e The company starts with the previous year’s budget and makes incremental adjustments for the
upcoming period based on new marketing needs or goals.

7. All-You-Can-Afford Method
This method involves allocating the maximum possible amount towards marketing communications after
all other expenses have been met. It’s commonly used in businesses that see marketing as a discretionary
expense, rather than an essential investment.
How It Works:
e The company prioritizes other financial obligations and allocates whatever funds remain to marketing
communications.

UNIT — 4 (DIGITAL MEDIA & ADVERTISING)

1. Digital Media.

Ans : Digital media refers to any content that is created, stored, and accessed in a digital format through
electronic devices, such as computers, smartphones, tablets, and other connected devices. It encompasses
a wide range of media forms, including text, audio, video, graphics, and interactive content, that are
transmitted over the internet or digital networks. Digital media is crucial in modern marketing,
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communication, entertainment, and education, as it allows businesses and individuals to reach and engage
audiences on a global scale.
Types of Digital Media:
1. Social Media

o Examples: Facebook, Instagram, Twitter, LinkedIn, TikTok

o Description: Platforms where users can share content, communicate, and interact with one
another. Social media is widely used for both personal and business purposes, including
marketing, brand building, customer service, and influencer partnerships.

2. Websites and Blogs

o Examples: Company websites, personal blogs, news websites

o Description: Digital platforms that provide detailed information, articles, and multimedia
content to educate, inform, or entertain visitors. Blogs are typically used for content marketing,
SEOQ, and engagement with target audiences.

3. Email Marketing

o Examples: Newsletters, promotional offers, transactional emails

o Description: The use of email to send commercial messages to a targeted group of recipients.
Email marketing is a direct communication channel for businesses to promote products,
services, and engage with their customers.

4. Search Engines

o Examples: Google, Bing, Yahoo

o Description: Platforms that allow users to search for information across the web. Search engine
optimization (SEO) and search engine marketing (SEM) are critical for businesses to improve
visibility on these platforms.

5. Video Sharing Platforms

o Examples: YouTube, Vimeo,

o Description: Platforms that allow users to upload, share, and view video content. Videos are a
powerful tool for storytelling, brand promotion, product demonstrations, and educational
content.

6. Digital Advertising

o Examples: Google Ads, Facebook Ads, Display ads, banner ads

o Description: Online advertising through various channels, including search engines, social
media platforms, websites, and mobile apps. Digital advertising offers precise targeting,
measurable results, and cost-effectiveness.

7. Mobile Apps

o Examples: Instagram, Snapchat, Spotify, mobile banking apps

o Description: Applications designed for mobile devices that allow users to access content,
services, and products. Many companies develop mobile apps to offer personalized experiences
and engage users in a more interactive way.

8. Podcasting

o Examples: Spotify Podcasts, Apple Podcasts, Google Podcasts

o Description: Audio content distributed through digital platforms, often in the form of episodic
series. Podcasts are increasingly popular for educational content, storytelling, entertainment,
and brand promotion.
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2. Evolution of Technology.

Ans : The evolution of technology is a fascinating journey that spans centuries, shaping societies and

transforming industries. From the earliest tools crafted by humans to the high-tech devices that define the

modern world, technology has always been a key driver of human progress. The rapid pace of innovation in

recent decades has led to profound changes in almost every aspect of life, from communication and

transportation to healthcare and entertainment.

1. Prehistoric and Early Technological Developments

e Stone Tools: The earliest known technologies were simple stone tools made by early humans. These
tools helped with hunting, food preparation, and defense, marking the first technological advances.

e Fire and the Wheel: The discovery of fire and the invention of the wheel were pivotal moments in early
human history. Fire provided warmth, protection, and the ability to cook food, while the wheel
revolutionized transportation and machinery.

2. Agricultural and Industrial Revolutions

e Agricultural Revolution (10,000 BCE — 18th Century): The development of farming techniques and the
domestication of animals allowed societies to settle and form larger communities. The plow, irrigation
systems, and tools for planting and harvesting were crucial innovations.

e Industrial Revolution (18th — 19th Century): This period marked a significant turning point in
technological development. Innovations such as the steam engine, mechanized textiles, and the
assembly line led to mass production, urbanization, and profound social and economic changes.

3. The Age of Electricity and Communication (Late 19th Century to Early 20th Century)

e Electricity: The discovery and harnessing of electricity by pioneers like Thomas Edison and Nikola Tesla
transformed industries and daily life. It powered factories, homes, and streetlights, laying the
groundwork for modern civilization.

e Telegraph and Telephone: The telegraph (Samuel Morse, 1837) and the telephone (Alexander Graham
Bell, 1876) revolutionized communication, allowing people to send messages over long distances in
real-time. The advent of radio (early 20th century) further expanded communication, offering news,
entertainment, and education to the masses.

4. The Digital Revolution (Mid-20th Century to Present)
¢ Computers and the Internet: The development of the first computers in the mid-20th century (e.g.,
ENIAC, 1945) laid the foundation for the digital age. The invention of the microprocessor in the 1970s
enabled the mass production of personal computers.
e The Internet (1990s): The internet has arguably been the most transformative technological
development of the late 20th and early 21st centuries. It has connected the world, enabling
communication, information sharing, online commerce, and social interaction on a global scale.

5. The Rise of Mobile Technology and Smartphones (21st Century)

¢ Mobile Phones and Smartphones: The mobile phone, first introduced in the 1980s, evolved into the
smartphone in the early 2000s. Smartphones combined communication, computing, photography, and
entertainment into a single, portable device. Innovations in wireless technology, such as 4G and 5G,
have further enhanced the capabilities of mobile devices.

e Apps and Social Media: The development of mobile applications (apps) and social media platforms like
Facebook, Twitter, Instagram, and WhatsApp has created new ways for people to connect, share
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content, and engage with brands. Social media platforms have revolutionized marketing, politics, and
personal relationships.

6. Artificial Intelligence and Automation (21st Century)

e Al and Machine Learning: Artificial intelligence (Al) and machine learning have begun to permeate
industries ranging from healthcare to finance, providing solutions that can analyze vast amounts of
data, automate processes, and improve decision-making. Al is also being used in products like voice
assistants (e.g., Siri, Alexa), self-driving cars, and advanced robotics.

¢ Automation and Robotics: Automation, driven by robotics and Al, is reshaping industries such as
manufacturing, logistics, and even healthcare. Robots are increasingly used for tasks like assembly,
packaging, surgery, and customer service, leading to greater efficiency and precision.

3. Convergence of Digital Media.

Ans : The convergence of digital media refers to the merging of different forms of media, communication
channels, and technologies into a unified digital platform. This process has been driven by advancements in
technology, particularly the internet, which has enabled diverse types of media—such as text, video, audio,
and images—to be integrated, distributed, and consumed in new and interactive ways. The result is a highly
interconnected digital ecosystem where content can be accessed across multiple devices and platforms,
breaking down traditional boundaries between media formats.
Key Drivers of Digital Media Convergence:
1. Advancements in Technology
o Innovations in hardware (smartphones, tablets, smart TVs) and software (applications, content
management systems) have enabled the integration of different media types into single devices
and platforms.
o Faster internet speeds (e.g., broadband, 4G, 5G) have made it easier to stream videos, engage
in real-time communication, and consume interactive content.
2. The Internet and Web Platforms
o Therise of the internet has been a primary factor in digital media convergence. Websites and
digital platforms now serve as hubs for various media types, including text, video, podcasts,
images, and more.
o Streaming services (e.g., YouTube, Netflix, Spotify) and social media platforms (e.g., Facebook,
Instagram, TikTok) combine different forms of media to engage users.
3. Smart Devices and Multi-Functionality
o Devices like smartphones and tablets have become multi-functional, allowing users to interact
with a wide variety of media—text, video, audio, and interactive content—on a single device.
o For example, smartphones can be used for watching videos, reading news, listening to
podcasts, and even making phone calls, all through integrated apps and services.
4. Social Media and User-Generated Content
o Social media platforms have enabled user-generated content to be shared across various media
formats (e.g., photos, videos, blogs, live streams), promoting the convergence of media types.
o Forinstance, Instagram allows users to post photos and videos, use stories, add text, and even
create live broadcasts—blurring the lines between content creation, communication, and
entertainment.
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4. E- Commerce and Digital Media.

Ans : E-commerce and digital media are two of the most transformative forces in the modern business
landscape. Together, they have reshaped how businesses operate, how consumers shop, and how products
and services are marketed. E-commerce refers to the buying and selling of goods and services over the
internet, while digital media encompasses the use of electronic devices and platforms to create, distribute,
and consume content. The synergy between these two elements has resulted in the evolution of online
shopping experiences, digital marketing strategies, and customer engagement methods.

The Relationship Between E-Commerce and Digital Media:

Digital media plays a pivotal role in driving the success of e-commerce by enhancing visibility, facilitating
engagement, and fostering customer relationships. Below are the key ways in which e-commerce and
digital media interact:

1. Marketing and Advertising

o Social Media Marketing: Platforms like Facebook, Instagram, and TikTok allow businesses to
advertise their products directly to targeted audiences through sponsored posts, influencer
partnerships, and content marketing strategies.

o Search Engine Optimization (SEO): E-commerce sites depend heavily on SEO to drive organic
traffic. Digital media, including blogs, video content, and product reviews, are used to improve
the search engine ranking of an e-commerce website.

o Email Marketing: E-commerce businesses use digital media for email campaigns that inform
customers about sales, new arrivals, and promotions, enhancing customer loyalty and
increasing sales conversions.

2. User Experience and Interaction

o Interactive Content: E-commerce sites use videos, 360-degree product images, augmented
reality (AR), and live chat to provide a more interactive shopping experience. Digital media tools
like product demos or virtual try-ons (e.g., clothing or furniture) allow customers to engage
with products before purchasing.

o Mobile Integration: Mobile apps and mobile-friendly websites are essential in today’s e-
commerce environment. Mobile devices, combined with digital media tools such as push
notifications, geolocation, and social media integration, enhance the shopping experience and
encourage repeat purchases.

3. Content Creation and Engagement

o User-Generated Content: Digital media platforms encourage customers to share reviews,
ratings, images, and videos of products they have purchased. This content influences other
consumers’ purchase decisions and contributes to building brand trust.

o Influencer Marketing: E-commerce businesses leverage influencers who have strong followings
on platforms like Instagram, YouTube, or TikTok. Influencers create content that showcases e-
commerce products, often leading to higher conversion rates.

4. Sales Channels and Distribution

o Online Marketplaces: E-commerce platforms like Amazon, eBay, and Etsy integrate with digital
media for product promotion and customer reviews. These marketplaces use digital media to
engage consumers and enhance the shopping experience with tools such as product
recommendations, targeted ads, and user-generated content.

o Social Commerce: Social media platforms have introduced e-commerce features like Instagram
Shopping, Facebook Marketplace, and Pinterest Buyable Pins, where businesses can directly sell
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products through their social media profiles. This seamless integration of digital media and e-
commerce is revolutionizing how consumers shop.

5. Advertising on Digital Media.

Ans : Advertising on digital media refers to the use of digital platforms and technologies to promote
products, services, or brands. It leverages the internet and digital technologies such as websites, search
engines, social media platforms, email, and mobile applications to target, engage, and influence consumers.
Digital advertising has become an essential component of modern marketing strategies due to its ability to
reach a wide audience, provide targeted messaging, and track the effectiveness of campaigns in real-time.

Key Types of Digital Media Advertising:
1. Search Engine Advertising (SEA)

o Search engine ads are displayed on search engines like Google and Bing. Advertisers bid on
keywords that users are likely to search for, and their ads appear at the top or bottom of search
results.

o Example: Google Ads, where businesses bid on relevant search terms to show their ads when
potential customers search for those terms.

2. Social Media Advertising

o Ads on social media platforms like Facebook, Instagram, Twitter, LinkedIn, and TikTok allow
brands to target users based on demographics, interests, behaviors, and more.

These ads can take various forms, such as sponsored posts, stories, video ads, and carousel ads.

o Example: Facebook Ads, where brands target specific audience segments with customizable ad
creatives based on user profiles and behaviors.

3. Display Advertising

o Display ads are visual banner ads shown on websites, mobile apps, and social media platforms.
These can be static or dynamic (video, GIFs, etc.) and typically appear in sidebars or
header/footer sections of websites.

o Example: Banner ads on news websites or pop-up ads that appear when users visit a particular
webpage.

4. Video Advertising

o Video ads are placed on platforms like YouTube, social media, or even in-stream video content
on websites. Video ads can be skippable or non-skippable and can range from short
promotional clips to longer ads.

o Example: YouTube pre-roll ads that play before the main video content or sponsored video
posts on Instagram.

5. Email Marketing

o Email advertising involves sending promotional content, newsletters, or offers to subscribers
through email. It’s often personalized based on user preferences, purchase history, or
engagement behavior.

o Example: Promotional emails with discounts or updates sent to a company’s subscriber list.

6. Influencer Marketing

o Influencer marketing involves partnering with influencers (individuals with a large following on

platforms like Instagram, YouTube, or TikTok) to promote products or services. Influencers
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create sponsored content, such as product reviews, unboxing videos, or lifestyle posts featuring
the brand.
o Example: A beauty brand collaborating with an influencer to promote their skincare line
through an Instagram post or YouTube video.
7. Affiliate Marketing
o Affiliate marketing involves businesses partnering with affiliates (individuals or companies)
who promote products through their own digital media channels. Affiliates earn a commission
for every sale made through their referral links.
o Example: Bloggers or content creators promoting products through affiliate links in their posts
or YouTube videos.
8. Native Advertising
o Native ads blend seamlessly into the content of a website or social media platform. They match
the format and style of the surrounding content, making them less intrusive to the user. They
often appear as articles, videos, or posts that promote a product or service.
o Example: Sponsored articles or blog posts that appear as if they are regular content but are
funded by a brand.

6. Social Media.

Ans : Social media refers to digital platforms and applications that allow users to create, share, and engage
with content. It facilitates communication, collaboration, and the sharing of information in virtual
communities and networks. Social media has revolutionized the way individuals and businesses interact,
enabling direct communication and real-time engagement with audiences. Some of the most popular social
media platforms include Facebook, Instagram, Twitter, LinkedIn, YouTube, TikTok, and Snapchat.

Importance of Social Media:
1. Wider Audience Reach
o Social media enables businesses to connect with a global audience. Platforms like Facebook,
Instagram, and Twitter have billions of active users, providing businesses with the opportunity
to reach customers anywhere in the world.
2. Customer Engagement
o Social media allows brands to engage with their customers in real-time. Through direct
messages, comments, polls, and interactive content, businesses can foster relationships and
build trust with their audience.
3. Brand Awareness and Visibility
o Social media is a powerful tool for increasing brand awareness. By regularly posting engaging
content, businesses can stay top-of-mind for their followers and reach potential customers who
may not have heard of the brand otherwise.
4. Cost-Effective Marketing
o Compared to traditional marketing methods like TV, radio, and print, social media marketing is
relatively inexpensive. Businesses can run targeted ads on platforms like Facebook, Instagram,
and LinkedIn to promote their products to specific demographics, maximizing their ad spend.
5. Content Distribution

30| Page




BHARAT MOHNOT
+91-98746456717
o Social media provides a platform for businesses to distribute content such as blogs, videos, and
product updates. This content helps in educating the audience, showcasing products, and
driving traffic to the company’s website.

7. Mobile Advertising.

Ans : Mobile advertising refers to advertising that is delivered through mobile devices, such as
smartphones, tablets, and other portable digital devices. It includes various forms of ads like display ads,
text ads, video ads, and in-app ads, which are designed to reach users on their mobile devices. Mobile
advertising leverages the growing reliance on smartphones and apps to connect businesses with consumers
in real-time, offering a targeted, highly effective way to promote products and services.

Types of Mobile Advertising:
1. In-App Advertising
o In-app ads are displayed within mobile applications. These ads can appear as banner ads,
interstitial ads (full-screen ads between app screens), native ads (which blend in with the app
content), or video ads.
o Example: A mobile game displaying an interstitial ad between levels or a social media app
showing sponsored content in the news feed.
2. SMS/MMS Advertising
o SMS (Short Message Service) and MMS (Multimedia Messaging Service) advertising involves
sending text messages or multimedia messages to users' mobile phones. SMS ads are typically
used for direct communication or offering promotions and discounts.
o Example: A restaurant sending an SMS offering a special discount to customers who opt-in to
receive offers.
3. Mobile Web Advertising
o Ads that appear when users browse the internet on their mobile devices. These can be display
ads, banner ads, or video ads placed on mobile-friendly websites and mobile browsers.
o Example: A banner ad at the top of a mobile news website or a video ad that plays before the
main content loads.
4. Push Notifications
o Push notifications are messages sent by apps or websites to users' mobile devices, even when
the app is not open. They provide timely information, promotions, or reminders to engage the
user.
o Example: A shopping app sending a notification about a limited-time sale to prompt users to
check the app.
5. Mobile Video Advertising
o Mobile video ads are video ads that play on mobile devices, either before, during, or after
video content on apps or mobile websites. These can include skippable or non-skippable ads.
o Example: A YouTube ad that plays before a user watches their selected video on the app.
6. Location-Based Advertising (Geo-Targeting)
o Geo-targeted mobile ads use GPS or IP address data to target users based on their location.
This allows businesses to serve highly relevant ads to users when they are near a physical
location.
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o Example: A coffee shop sending a special offer to users who are within a 1-mile radius of its
store.
7. QR Code Advertising
o QR (Quick Response) codes are two-dimensional barcodes that can be scanned with a
smartphone to provide direct access to content, promotions, or websites. QR codes are often
used in print ads or on outdoor billboards to drive mobile engagement.
o Example: A product advertisement with a QR code that, when scanned, leads users to an online
discount page.
8. Augmented Reality (AR) Advertising
o AR ads use augmented reality technology to enhance the user’s real-world environment by
overlaying digital content. Users can interact with the digital content through their mobile
device cameras.
o Example: A furniture brand using AR to let users visualize how a piece of furniture would look in
their living room using their phone's camera.

8. E-PR.

Ans : E-PR, or Electronic Public Relations, refers to the use of digital platforms and electronic
communication channels to manage and improve the relationship between an organization and its target
audience. It involves leveraging the internet and digital technologies to engage with stakeholders, including
customers, investors, media, and the public, to build and maintain a positive brand image, reputation, and
public awareness.

E-PR integrates traditional public relations practices with the power of the internet, social media, and
digital tools, allowing businesses to connect with their audience more directly and in real-time.

Key Components of E-PR:
1. Website & Online Presence
o A well-designed, user-friendly website serves as the digital face of a brand. It provides essential
information, updates, press releases, and serves as a hub for interacting with the audience.
o Example: Companies use their websites to post news, blog articles, and other content to inform
stakeholders and the public.
2. Social Media Management
o Social media platforms like Facebook, Twitter, Instagram, LinkedIn, and YouTube are vital for E-
PR efforts. These platforms are used for engagement, crisis communication, customer service,
and sharing brand stories.
o Example: Brands use Twitter to respond to customer inquiries, manage public relations crises,
or promote events.
3. Email Campaigns
o Email marketing is a crucial part of E-PR as it allows businesses to communicate directly with
their target audience. Regular newsletters, press releases, and personalized email responses
build relationships and keep stakeholders informed.
o Example: A company may send out a monthly newsletter with updates, offers, or corporate
news.
4. Online Media Relations
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o E-PRinvolves maintaining relationships with online journalists, bloggers, and influencers. Online
media relations focus on getting brand mentions in digital publications, news websites, blogs,
and influencer platforms.

o Example: Sending a press release to an online media outlet or collaborating with an influencer
for product reviews.

5. Search Engine Optimization (SEO)

o Optimizing content for search engines ensures that the brand’s online presence is visible. E-PR
strategies often include creating content (such as blog posts, press releases, or articles) that is
optimized to rank higher on search engines.

o Example: A company writes and optimizes blog posts on topics relevant to their industry,
ensuring it ranks well on Google for related keywords.

6. Content Marketing

o Content creation, such as blogs, videos, infographics, and podcasts, is a key element of E-PR.
High-quality content helps build credibility and influence, informs the audience, and
encourages engagement.

o Example: A brand might post video content about their products or services on platforms like
YouTube or Vimeo to build awareness and drive interest.

7. Online Reputation Management (ORM)

o ORM involves monitoring and managing a brand's online reputation. It includes tracking what is
being said about the company on social media, review sites, and forums, and taking appropriate
action when necessary.

o Example: Responding to negative reviews on websites like Yelp or Trustpilot to address
concerns and resolve issues.

8. Influencer Marketing

o Collaborating with influencers, who have large followings on social media, to help promote a
brand or product is an essential part of E-PR.

o Example: A fashion brand partners with a well-known fashion influencer on Instagram to
showcase its latest collection.

UNIT — 5 (ADVERTISING LAWS & ETHICS)

1. Advertising & Ethics.

Ans : Advertising is a powerful tool used by businesses to promote products, services, and ideas to a broad
audience. However, with this power comes the responsibility of ensuring that advertisements are ethical
and do not mislead or harm consumers. Ethical advertising practices are essential for maintaining consumer
trust, upholding brand reputation, and adhering to legal regulations.

Importance of Ethics in Advertising:
1. Building Trust
o Ethical advertising fosters trust between the brand and its consumers. When a company
practices honesty and integrity in its messaging, it strengthens its reputation and builds long-
term loyalty.
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o Example: A company that advertises the true benefits of its product without exaggeration is
more likely to retain customers.
2. Legal Compliance
o Many countries have strict laws regulating advertising practices. Ethical advertising ensures
compliance with these laws, avoiding the risk of legal penalties or lawsuits.
o Example: The Federal Trade Commission (FTC) in the U.S. enforces rules about misleading
advertising and requires truthful representation of products.
3. Consumer Protection
o Ethical advertising protects consumers from deceptive or harmful messages that could
influence their purchasing decisions unfairly.
o Example: Ensuring that a weight-loss supplement ad does not make exaggerated claims about
its effectiveness is an ethical practice that prevents misleading consumers.
4. Social Responsibility
o Brands with ethical advertising practices contribute positively to society. By promoting
responsible messages, they can shape public attitudes and influence societal norms in a
beneficial way.
o Example: Ads that promote environmental sustainability or healthy lifestyle choices are often
seen as contributing to social well-being.

2. Pester Power.

Ans : Pester Power refers to the influence children exert on their parents or guardians to persuade them
into purchasing certain products or services. This term is often used in the context of marketing, where
children actively or indirectly pressure their parents to buy items, especially when they see advertisements
for toys, snacks, entertainment, or other products aimed at them. The concept of pester power is
significant in the realm of advertising, especially in industries targeting family-oriented goods.

How Pester Power Works:
1. Children’s Influence on Purchases
o Children, especially those in their formative years, often lack the financial means to purchase
products on their own. Instead, they rely on their parents or caregivers to buy things for them.
Through repeated requests or demands, children can exert pressure on their parents to make
purchases they might not otherwise consider.
2. Effective Advertising to Children
o Advertisements designed for children often exploit their emotions, desires, and even peer
pressure. Colorful, catchy, and often entertaining ads appeal to children’s sense of curiosity and
fun, making them want the products being advertised.
o Example: A commercial for a popular toy might show kids having fun playing with it, prompting
children to ask their parents to buy it.
3. Use of Popular Characters or Celebrities
o Advertisements often feature characters from cartoons, movies, or celebrities that children
idolize. The emotional connection children have with these figures increases their desire for the
product being promoted.
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o Example: An advertisement featuring a well-known cartoon character like SpongeBob
SquarePants or a superhero like Spider-Man can spark children's desire for related toys or
products.
4. Social Proof and Peer Pressure
o Children are influenced by their peers and the social groups they belong to. If a particular
product or brand becomes popular among their friends or classmates, children may pressurize
their parents to purchase it in order to fit in and not feel left out.
o Example: If a new video game is trending among a child’s social circle, they may "pester" their
parents to buy it, feeling that it's necessary for social acceptance.

3. Intellectual Property Rights.

Ans : Intellectual Property Rights (IPR) refer to the legal protections granted to individuals or organizations
for their creations or inventions. These rights allow the creator or inventor to control the use of their
creations, ensuring that they are not exploited without permission. Intellectual property includes a wide
range of intangible assets, such as inventions, designs, trade secrets, and brand identities. The protection of
these creations promotes innovation, creativity, and economic growth by allowing creators to benefit
financially from their work.
Types of Intellectual Property Rights:

1. Copyright

o Definition: Copyright protects original works of authorship, such as literary, musical, and artistic
works. This includes books, paintings, software, movies, songs, and architectural designs.

o Rights Provided: The creator of a copyrighted work has the exclusive right to reproduce,
distribute, display, perform, and adapt the work.

o Duration: Copyright generally lasts for the lifetime of the author plus 50 to 70 years, depending
on the jurisdiction.

o Example: The author of a novel has the right to control how the book is printed, sold, and
adapted into films.

2. Patents

o Definition: A patent grants the inventor exclusive rights to an invention or a new process that
provides a solution to a technical problem.

o Rights Provided: The patent holder has the exclusive right to make, use, sell, or license the
invention.

o Duration: Patents typically last for 20 years from the filing date of the application, subject to
certain conditions.

o Example: A company that invents a new type of engine or a pharmaceutical company that
creates a new drug can patent the invention to prevent others from making or selling it without
permission.

3. Trademarks

o Definition: A trademark is a symbol, word, phrase, logo, or design that distinguishes the goods
or services of one party from those of others.

o Rights Provided: Trademark owners have the exclusive right to use the mark in commerce and
can prevent others from using a confusingly similar mark.

o Duration: Trademarks can last indefinitely as long as they are being actively used and renewed
periodically.
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o Example: The Nike "Swoosh" logo or the "Coca-Cola" brand name are trademarks that identify
the company's products and services.
4. Trade Secrets
o Definition: Trade secrets refer to confidential business information that gives a company a
competitive edge. This can include formulas, practices, processes, or designs that are not
publicly known.
o Rights Provided: Trade secret holders can protect their information from being disclosed, used,
or acquired by others without consent.
o Duration: There is no fixed time limit for the protection of trade secrets as long as the
information remains confidential.
o Example: The formula for Coca-Cola's soda or Google's search algorithm are both considered
trade secrets.
5. Industrial Designs
o Definition: Industrial design protection covers the aesthetic aspects of an object, including its
shape, pattern, or color that make it visually appealing.
o Rights Provided: The owner has the exclusive right to use or license the design, preventing
others from making or selling products with a similar design.
Duration: Protection can last between 10 to 25 years, depending on the jurisdiction.
o Example: The unique design of an Apple product, such as the shape of an iPhone, is an
industrial design.
6. Geographical Indications (Gl)
o Definition: Geographical indications protect names or signs used on products that originate
from a specific geographical location and have qualities or a reputation due to that location.
o Rights Provided: Producers in the region have the exclusive right to use the geographical name
for the product, ensuring authenticity and quality.
o Duration: The protection lasts indefinitely as long as the product maintains its quality and
origin.
o Example: "Champagne" (for sparkling wine from the Champagne region of France) or
"Darjeeling tea" (from the Darjeeling region of India) are protected geographical indications.

4. ASCI.

Ans : ASCI stands for the Advertising Standards Council of India, a self-regulatory body that was
established to promote responsible advertising and ensure that advertisements are honest, truthful, and do
not mislead or harm the public. It was set up in 1985 with the primary objective of regulating advertising
content in India and ensuring that it complies with ethical standards.
Key Objectives of ASCI:

1. Regulation of Advertising Content:

o ASCl aims to ensure that all advertisements are truthful, not misleading, and do not offend
public decency. The council works to create guidelines that help advertisers produce
responsible and ethical advertising content.

2. Protection of Consumers:

o ASCl's role is to protect the interests of consumers by ensuring that advertisements do not

exploit vulnerable groups such as children, women, or senior citizens. It also works to prevent
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advertisements that promote harmful products or behaviors, such as those related to
unhealthy food, alcohol, and tobacco.
3. Promote Fair Competition:

o The council also works to ensure that advertisements do not unfairly harm the interests of
competitors by providing misleading comparisons or false claims. It aims to maintain a level
playing field in the advertising industry.

4. Self-Regulation:

o ASCl promotes a self-regulatory framework where advertisers voluntarily agree to abide by the
council's code of conduct. This approach reduces the need for government intervention while
fostering responsible advertising practices.

Functions of ASCI:
1. Complaint Handling:

o ASCl acts as a mediator between consumers, advertisers, and regulatory bodies by handling
complaints related to misleading or unethical advertisements. If a consumer or competitor
finds an advertisement offensive or misleading, they can file a complaint with ASCI.

2. Monitoring Advertisements:

o The council monitors advertisements in various media, including print, television, radio, and
digital platforms, to ensure they adhere to the established guidelines and code of conduct. ASCI
also reviews advertisements before they are aired or published to assess their compliance with
regulations.

3. lIssuing Guidelines:

o ASCl regularly issues guidelines to help advertisers understand the dos and don’ts of advertising
practices. These guidelines are continuously updated to reflect changes in the media landscape
and consumer needs.

4. Imposing Corrective Action:

o If an advertisement is found to be in violation of the code of conduct, ASCI has the authority to
recommend corrective actions. This may include withdrawing the advertisement or modifying
its content to ensure compliance with the ethical standards.

5. Education and Awareness:

o ASCI conducts campaigns and programs to educate both advertisers and consumers about
responsible advertising. The council strives to raise awareness of its role and its guidelines for
ethical advertising in India.

37| Page




